Marketing Plan of Rosteto Trademark by Komárek, Petr
 VYSOKÉ UČENÍ TECHNICKÉ V BRNĚ
BRNO UNIVERSITY OF TECHNOLOGY
FAKULTA PODNIKATELSKÁ
ÚSTAV EKONOMIKY
FACULTY OF BUSINESS AND MANAGEMENT
INSTITUTE OF ECONOMICS
MARKETING PLAN OF ROSTETO TRADEMARK
MARKETINGOVÝ PLÁN ZNAČKY ROSTETO
DIPLOMOVÁ PRÁCE
MASTER'S THESIS
AUTOR PRÁCE Bc. PETR KOMÁREK
AUTHOR




Brno University of Technology Academic year: 2012/2013
Faculty of Business and Management Institute of Economics
MASTER'S THESIS ASSIGNMENT
Komárek Petr, Bc.
European Business and Finance (6208T150) 
Pursuant to Act. No. 111/1998 Coll., on Higher Education Institutions, and in accordance with
the Rules for Studies and Examinations of the Brno University of Technology an Dean’s
Directive on Realization of Bachelor and Master Degree Programs, the director of the Institute of
is submitting you a master's thesis of the following title:
Marketing Plan of Rosteto Trademark
In the Czech language:




Theoretical basis of the work
Problem Analysis and current situation




Podle § 60 zákona č. 121/2000 Sb. (autorský zákon) v platném znění, je tato práce "Školním dílem". Využití této




JAKUBÍKOVÁ, D. Strategický marketing: [strategie a trendy]. 1. vyd. Praha: Grada, 2008, 269
s. ISBN 978-80-247-2690-8.
KOTLER, P. Moderní marketing: 4. evropské vydání. 1. vyd. Praha: Grada, 2007, 1041 s. ISBN
978-80-247-1545-2.
MCDONALD, M. and H. WILSON. Marketing plans: how to prepare them, how to use them.
7th ed. Chichester, West Sussex, U.K., 2011, xvi, 573 p. ISBN 04-706-6997-7.
WESTWOOD, J. The marketing plan: a step-by-step guide. 3. ed. London: Kogan Page, 2002.
ISBN 978-074-9437-480.
ZAMAZALOVÁ, M. Marketing. 2., přeprac. a dopl. vyd. V Praze: C.H. Beck, 2010, xxiv, 499 s.
Beckovy ekonomické učebnice. ISBN 978-80-7400-115-4.
The supervisor of master's thesis: Ing. Vít Chlebovský, Ph.D.




doc. Ing. Tomáš Meluzín, Ph.D. doc. Ing. et Ing. Stanislav Škapa, Ph.D.
Director of the Institute Dean of the Faculty
Brno, 20.08.2013
Abstrakt 
Tato diplomová práce se zaměřuje na problematiku marketingového plánování značky 
Rosteto. Autor analyzuje současný stav značky Rosteto a na základě jejíž výsledků  















This master’s thesis focuses on the issue of marketing planning of Rosteto trademark.  
The author analyses current situation of the Rosteto and on the basis of the findings  
and theoretical background proposes the specific marketing activities in order to achieve  
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Marketing is a tool that let us fight with unpredictable and dynamically changing 
business environment affected mostly by always changing trends, technology 
development and competition rising more rapidly than demand.  
Along with increasing possibility to access information, people are more likely 
to share their user experience, search for user reviews, detailed descriptions and other 
similar products that can substitute their current needs.  Being visible, providing perfect 
services, being at the right place in the right time and build a long-term relationship  
is a key that marketing stimulates. But as most of the companies started doing 
marketing in various ways, it is very hard to be a step ahead to perform an effective 
marketing in the company – and the gardening is not an exception. 
The gardening, as a basic tool of gaining food, is understood as necessity  
of human being. People tend to gardening more likely in hard times when growing  
on their own is way cheaper and healthier than buying vegetables in shops.  
The gardening also provides relaxation, mainly for older people who feel improvement 
in their health status while spending their time in the garden. 
As well as in other segments, the gardening product segment has low and high 
quality products. The Rosteto trademark wants to do a long-term relationship with their 
customers deciding for selling high quality products and mainly products produced  
in the Czech Republic. 
 There is a question for the Rosteto how to make the brand more visible and more 
known among gardeners.    
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Goal of the thesis 
The main goal of this master’s thesis is to analyse current market situation  
of trademark Rosteto and propose further marketing planning for autumn 2013  
and spring 2014 on the basis of theoretical background in first part of the thesis  
and analysis of current market situation of Rosteto trademark and its connection  







1 The importance of marketing 
The modern era of communication gives us chance to grow our own business with very 
low entering costs. Many people catch the chances to enter the competitive world with 
their own company offering services or products in various segments. With extending 
number of companies, marketing started to move the world – being known and visible, 
having stable customers and offer great services and relationship behind the main 
segment of business, which is, according to Drury (2006), a significant competitive 
advantage that can override the price policy. 
 
1.1 Technology development 
The technology has completely changed the attitude to marketing and the way  
of marketing. Along with the much more extensive and complex approach to marketing, 
the people are getting resistant against the power of marketers. The effectiveness  
of gathering and comparing information rapidly changed (increased) and thus simplicity 
of customer review and satisfaction sharing possibility increased (Peel, 2002; 
Goldenberg, 2003).  
 
Losing control of information provided by companies is a customer driven 
advantage, as nowadays, there is an enormous number of product review sharing 
possibilities for consumers. When we are looking for a new camera to buy, we can visit 
one of the photographic forums or specialised e-shops with integrated reviews  
and discussion to see other owners comments for selected product - satisfaction, 
problems, using experience and more others (B & H Foto & Electronics Corp, 2013; 
Photography-on-the.net CANON DIGITAL PHOTOGRAPHY Forums, 2013). Right 
after selecting a new camera and making decision to buy one, other reviews can help  
us to choose the right shop to buy in. For example Czech web site Heureka offers  
a product search engine with ability to find the cheapest shop, or the most reliable 
according to other buyers reviews (HEUREKA, 2013). This behaviour extremely 
sharpens the competition and creates “fight for pennies”. The possibilities are 
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immeasurable – high number of choices, opening hours 24/7, delivery to own home, 
office, everywhere and mainly “immediately”. 
A consequence of this kind of development brings also negative aspects – there 
are too many different sources of “guaranteed” information that are driven by profit 
chasing companies, coming from all sides of the cheapest media: anonymous internet 
mainly. Than the traditional television media can earn from decreasing trustworthy  
as many people see that as the most valid source of information connected with a face 
of person providing this information (Vedder, 2003). 
 
1.2 Market 
Market, in very short definition, is a real or interactive place in which the buyer  
and seller meet in order to make a transaction of physical goods, services 
and/or information (~ products). 
In addition, marketing means all the activities made in market that reach  
the customer’s needs in way of design, promotion, pricing and, of course, customer 
itself in order to make customer buy our products fashioned (Ferrel and Hartline, 2010). 
 
1.2.1 Marketing strategy 
The marketing strategy is a plan of usage of organization's capabilities to fulfil  
the market requirements for successful company development. It is always changing 
entity based on people – people change all the time and so their needs, tastes and ideas. 
People change their mind day by day and marketing strategy along with products  
and services must keep up. Resulting from this, it is almost impossible to define the best 
marketing strategy with prediction for the future. What might appear as today’s perfect 
combination of marketing tools for reaching our marketing strategy, tomorrow might 





Each marketing strategy consist a definition of target market segment  
and so called marketing mix, the combination of main elements that influence  
the market itself. Right definition of combination of market segment and marketing mix 
make the competitive advantage upon other companies in the segment.  
 
Choosing more than one target markets make market segmentation. The more 
specific the target market is, the more precisely the marketing plan targets 
the customers. Each company shall segment the market according to their needs, 
capabilities and technological development. Modern era gave us chance to segment 
and target the market very precise. We can target all the electronic customers at once  
or go only for those who live in our country or target those who live in our country,  
are 20 to 30 years old, single, female sex and interested in gardening - that is not  
an issue any more thanks to modern technology and Facebook customer targeting. 
(Facebook, 2013). Targeting a significant number of market segments is a staff-
demanding process.  
 
1.2.2 Marketing plan 
Ferrel and Hartline (2010, p.14) define the marketing plan as: “The marketing plan 
provides the outline for how the organization will combine product, pricing, 
distribution,  
and promotion decisions to create an offering, that customer will find attractive.  
The marketing plan also concerns itself with the implementation, control,  
and refinement of these decisions.” 
 
The marketing plan is outlined by the company’s marketing strategy. All  
the company’s hierarchy levels shall be familiarized with marketing strategy developing 
specific marketing plans. The lower hierarchy, the more specific and tactical strategic 
planning took place as the highest takes care of the macro level of company. Overall  
the marketing plan is a part of whole company strategy complementing to other 





Following points shall be concerned while creating the marketing plan (Kotler  
and Armstrong, 2004): 
 Analysis of current marketing situation 
 Analysis of threats and opportunities 
 Targets and main tasks 
 Marketing strategy 




1.2.3 Marketing implementation 
Once the marketing plan is prepared with selected target market and market mix 
elements defined, the part of integration of the plan in real process is executed. In fact,  
the implementation is a part of the marketing mix working as a supervisor, keeping  
the ideas in a capable limits and planned budget of organisation's strategic plan.  
It should also keep holding the organisation itself in the selected market and plan (Ferrel 
and Hartline, 2010). 
 
1.2.4 Planning is a challenge 
The always changing conditions (customer’s preferences and needs), competitors, 
political and social situation, technological development and others make the marketing 
planning a real challenge. 
 
Even perfect strategy can fail, we can only estimate the customer behaviour  
and try to be the most precise, but in marketing there is no rule that customers will find 
us and buy from us when we do specific steps, but we can increase the possibility that 
this happens (Ferrel and Hartline, 2010). 
 
Customer’s power is increasing (see chapter 1.1 Technology development) with 
decreasing difficulty gathering information and rising number of companies providing 
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similar products. Also there are no barriers for customers to be served by different 
companies all the time – let’s say that the customers have free movement and easy flow 
of information in the market. 
 
1.2.5 Social responsibility and ethics 
The great part of company marketing is a social responsibility and ethic. Under this 
word connection, most people imagine just behaving in legal borders, but the idea goes 
far behind, not only to keep currently usual habits, but to be the one, who promotes  
the social life, builds trust, company brand and long-term relationship with company 
stakeholders (Ferrel and Hartline, 2010). 
 
1.2.6 Budget 
Well prepared budget gives us an idea of how meaningful the marketing plan is. 
Possibly the calculated profitability can ruin the whole prepared project as we can find 
out that all the marketing steps will not worth for income that is expected from  
the planning. The budget concerns of the planning sales in contrary to expected costs, 
resulting in final profitability of the marketing plan.  
 
It is good to make the budget in realistic and pessimistic form for seeing both, 
the best and the worst situations that can happen (Kotler and Armstrong, 2004). 
 
1.2.7 Control 
The control is an important element of marketing planning which is needed to be sorted 
in a systematic work, where responsible persons do the regular planned and also random 






1.3 Understanding the market 
The processes that help the firms to select values for target customers  
and resources needed in order to deliver these values according to company goals are 
called marketing capabilities (Morgan, Katsikeas and Vorhies, 2011). 
 
Based on dynamic capabilities theory, enabling implementation of effective 
marketing strategy, the marketing capabilities performance of the manufacturing 
company play the most important role (Morgan, Katsikeas and Vorhies, 2011). Ambler 
et al. and Myers (cited in Morgan, Katsikeas and Vorhies, 2011, p. 273) agree, that 
understanding the market needs is a key factor for successful implementation  
and establishment of marketing strategy. 
 
Marketing capabilities act in following areas: 
 
 Architectural marketing capabilities 
Proper strategy decisions are made on the basis of information which  
the company learned about the market. It contains gathering, processing  
and interpreting gathered information. This information is distributed  
to marketing decision makers (Morgan, Katsikeas and Vorhies, 2011). 
 
o Marketing planning, 
o Market information acquisition, 
o Market information interpretation,  





 Specialized marketing capabilities 
Is a related process which is needed for implementation of marketing strategies 
(Morgan, Katsikeas and Vorhies, 2011). 
 
o Pricing, 
o Product development, 
o Channel management, 
o Delivery management, 
o Post-sale service, 
o Marketing communication, 
o Selling. 
 
The performance consists of target market performance. The possibilities that 
market can offer to us are based on market share, sales revenue growth, high customer 
acquisition rates, financial performance and financial costs/benefit outcomes. Thanks  
to it, we could calculate the return on investment (Morgan, Katsikeas and Vorhies, 
2011). 
 
1.4 Gathering information 
The history of gathering information has deep roots. According to Davenport (1997, p. 
16), “Librarians, market researchers, executive assistants, and policy analysts have 
gathered information like customer reactions to new products or the trade "secrets"  
of competitors as far back as the twenty-first century BCE, when clay tablets were 
gathered together in the first library in Sumeria. Needless to say, this approach has a bit 
of a head start over the others.” 
 
The analysis of internal and external environment is a key factor  
for understanding current situation and thus further marketing strategy planning  




1.4.1 Environment analysis 
To analyse and define the current company environment, developed frameworks  
are used in order to clearly understand the situation and predict further possibilities  
or threats of our strategy (Shankar and Carpenter, 2012). 
 
1.4.1.1 Porter’s Five Forces Model 
In according to analyse the garden products industry, the Portrer’s Five Forces Model 
shows the external competitive forces that the company faces in the local environment. 
Those forces significantly influence the company behaviour, production  
and profitability. The Porter’s framework uses the generic strategy and changes it into 
global conditions to ensure the competitive advantage. Moreover, the Yip’s framework 
was discussed to use as it is helping the decision whether the aspects are more local  
or global, but it gives very similar results in addition to following PEST analysis 
(Evans, Campbell and Stonehouse, 2003; Henry, 2008; Hill and Jones, 2010). 
 
1.4.1.2 PEST Analysis Framework 
Moreover, to analyse the general environment, the PEST analysis framework is used  
as a great tool for understanding local factors and finding points which might be crucial 
for doing business in the country in way of political, economic, social  
and technological. This framework can highlight changes in the environment and 
understand local market situation even in issues like political and social. Those two 
issues might be single or also contain another two views that make PESTLE  
out of PEST. The character “L” means legal point of view separated from “P” political 
and “E” environmental separated from “S” social. In this case I will use the PEST 
where legal and environmental views are included and not described separately as social 
and political handle this information as well (Afuah, 2009; Henry, 2008). Making  
a PEST analysis for local and target countries can give us great comparison between 
them. 
 
According to Grundy and Brown (2002), in some cases it is only  
a descriptive approach for well known facts that can take a lot of valuable time, but on 
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the other hand, it is still a key analysis for understanding the environment which helps 
to find current problems and specific target market segment (Salvá, 2011). 
 
1.4.1.3 SWOT Analysis 
In addition, the PEST analysis is closely linked to SWOT analysis which gives  
us a summary and clear overview of strengths and weaknesses which proceed  
in opportunities and threads. The SWOT Analysis is mainly contributed by the findings 
from previous analyses (Grundy and Brown, 2002). 
 
The strengths part of SWOT Analysis also consists of competitive advantages  
of the company, which is an addition that company does better than the others. It does 
not to be only better service, but also other added value like company brand name, 
lower price, hi quality products or others. This is the reason why people buy from this 
company and not from others. Without the competitive advantage, the company 





1.5 Marketing mix 
The marketing mix is a key set of tools whose mutual combination helps reaching our 
own marketing targets on selected market by developing long-term and short-term 
strategies or programmes. According to Grönross (1994), cited in Chai Lee Goi (2009), 
the simplicity of use, delegation to professionals and separation from other company 
activities, make the marketing mix a powerful concept.  
 
The framework of marketing mix 4P contains four tools, each of them starting with  





Some of the publications (MediaGuru, 2011; Duermyer, 2013) use  
the Marketing mix of 5P, where the 5
th
 “P” means People or even more Ps  
(e.g. Packaging or Process). The meaning does mean the people as a customers, but 
company personnel. However, the Marketing mix 4P is not deprived of this tool, 
sometimes it is only hidden and contained in other tools as “Product”, “Place”  
or “Promotion” depending on the company preferences (Podnikavá žena, n.d.). For 
catching the still changing modern competitive environment, an unstoppable creation  
of another single P’s was recorded in recent years.   
 
1.5.1 Product 
Thinking of product, we speak about all offerings (goods, services) that satisfy  
the client’s needs and we do offer them. It concerns all the product’s information, e.g. 
reasons what the products were made for, what are the product attributes as its functions 
or size propositions. We also determine the product’s added value and differences from  
the competition’s products. 
 
The reliability and lifetime of product does have an impact on customer’s 
perception. For high quality products, the customer is willing to pay higher price than 
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for low quality products. In case of high quality products, the extended warranty or any 
other guarantee is a great added value. 
 
The product’s attributes make the reasons why customers buy the products.  
The product can cover our needs or bring more added value for us which affects  
the decision in comparison to competitive product. 
 
In case the customer did not hear about the product before, the packaging makes 
the first impression and provides the contact between the producer and consumer. This 
is one of the most important parts of product itself, as it must be an eye catcher with 
good packing quality, material, form and colour. It also needs to cover the product  
and provide the user manual. 
 
1.5.2 Price 
The price is not a determining element during purchase. Except commodities, it only 
conditions the decision. The price amount correlates with the product value  
and exclusivity which also shows the endeavour needed to get the product  
(the accessibility). 
 
Some of the companies choose the strategy of high price to persuade  
the consumer about the product quality, some other companies choose the alternative  
of low price to beat the competition. 
The total price is a connection of many factors with different weights, e.g. the amount 
of producing costs, the market situation (competition, demand, competition and others) 
and the value that the product brings to the customer. 
 
We do not always talk about the final price. The sales, margin and other 
financial benefits and its use during price policy are included in this part. 
 
The price element of marketing mix shows the process of pricing of our products 





Place, also called distribution, refers to the way how to bring the goods or services  
to the customer. It analysis and describes the whole distribution channels with  
its processes of sales and various points of sales that can be either physical (e.g. 
traditional shops) or virtual (e.g. electronic shop). 
 
The main point is finding the most effective way to move the product from  
the point of its creation to the consumer. Mostly, there are some sub elements  
in the channel, thanks which the company tries to meet the effectiveness. Only very 
small number of companies does the business directly (e.g. small home growers who 
want to sell their harvest). Mostly, there is not only one effective distributive channel, 
so the real implementation contains combination of more of them. 
 
Along with the most effective way, there must be found and analysed the most 
effective processes and services that come through each element of the distribution 
channel how to bring the goods to the consumer – the delivery system and time, placing 
orders (ordering systems, email, telephone, …), solving claims, providing product 
information and others. 
 
1.5.4 Promotion 
So called promotion is a way how to communicate (this is why it is also called 
Communication instead of Promotion) the product’s or service’s benefits and attributes 
outside of the company to the customer or consumer. It concerns all the channels that 
inform people about the products or services we offer.  
 
Tools of communicative policy: 
 
Advertisement 
The advertisement is the expansive way of communication, standing for the approach 





The sales support is a direct way how to promote the product for a short period of time, 




Building the trademark’s image is very important part of the promotion. The public 
relations concerns all the communication to consumers in order to make closer  
and better relations, build trust or eliminate the negative opinions that people have. 
 
Personal selling 
Part of the promotion is also the personal selling, as probably the most effective tool 
while there is a direct contact between the seller and customer. The sales representatives 
are the example of personal selling.  
 
Direct Marketing 
The direct marketing is adapted to specific persons with a possibility to adjust  
the marketing in order to customer’s reaction. The customer itself has to do only a very 
tiny part to make the business. The examples can be the teleshopping, selling from 
catalogue or sending leaflets and catalogues via post. According to Makro (2013),  
the most important marketing tool for their company are the leaflets, making 35 % of 
turnover. 
 
From the main point of marketing mix, only a complex attitude with proper 
combination of single elements can bring the positive and fully working entity 






1.6 The importance of CRM 
The CRM can be defined in many ways with one joint factor - interaction with customer 
(Baran, Galka and Strunk, 2008): 
 As an IT technology that manages all kind of company connections with 
customers 
 As a database of all kind of data gathered from customers in various ways 
 As an organization behaviour tradition change – various way of doing business 
 As a creation of long-term relationship between company and customer in order 
to make the customer to order again 
 As a current customers care – not only finding and taking care of new 
customers, but training and developing the current ones 
 
Resulting from this way of meaning, the Customer Relationship Management is not 
only a technology that helps to store and manage all the data about customers, but also 
every customer interaction in way of finding new ones and making the currents  
be in long-term relationship with our company. The technology is only a tool that can 
support this strategy implemented in company culture in order to maximize profit, 
customer satisfaction and company image. 
 
The implementation of Customer Relationship Management has a crucial impact 
on the organisation itself in terms of employees and company culture. Also, it reflects 
the motivation and role of manager in the company. In long-term meaning, the overall 
company strategy is affected in order to meet the CRM ideas to provide the highest 
possible benefits. 
 
The importance of CRM is increasing in correlation with rising customer 





1.6.1 Do the right selection 
The manager must conduct proper business and marketing steps with the focus  
on the most profitable customers of all and terminate the relationship with customers 
that are not profitable, even when many managers believe that dealing with every 
customer may maximize the profit (Brink and Berndt, 2008). But, on the other hand, 
Drury (2006) argues, that it is not easy and clear decision, if this is true. 
 
Aiming for customer satisfaction care, the most valued income of 80% makes 
only 20% of the customers, which sets marketing and communication targets  
for the whole company strategy. On the opposite, the rest 20% of income is made  
by the enormous number of 80% company customers. This is natural process when 
there is low number of powerful players on the market and a lot of small partners who 
are not able to make so huge financial outcomes. Identifying those most valuable 
customers (~ segmentation) makes the biggest business benefits. This is so called Pareto 
principle (Tsiptsis and Chorianopoulos, 2009; Bligh and Turk, 2004). 
 
Thanks to CRM processes we can not only store the data about customers,  
but we can also track all the financial flows (Scott, 2006). In more detailed view we can 
follow the customer preferences for specific products and offer him additional products 
or services (e.g. customer buys a garden lawn tractor, we offer him all kind  
of accessories for this machine along with warranty extension), history of previous 
cooperation (invoice payments in due dates, reliability,…), aimed marketing campaign 
results and more other – the role or CRM for marketing department and all sale 
representatives is crucial as it allows to offer individual concepts that will suit  
the specific requirements of our customer. As each customer is different, individual 
tailored approach is more appreciated as it saves time and boosts the efficiency. This 
allows creating close relationship between company itself and its customer (Brink  





Via communication channels, customers give back to company valued feedback 
through which company can change its behaviour, services and products according  
to recent customer preferences and market situation. The customer can also be present 
during the product development to bring his own ideas and view from his own market 
position. In 1990, the Dell Computers followed customer requests and offered 
customized computers for different customer groups (Brink and Berndt, 2008). For 
example creating a PC for professional graphics, videos or games requires different 









2 Current situation analysis 
For analysing the current situation, following frameworks have been used: PEST 
Analysis, Industry Analysis with Portrer’s Five Forces model and SWOT Analysis. 
Also, the analysis of company Rosteto, its connection to the mother company ZC s.r.o.  
and analysis of current Rosteto marketing activities according to 4P have been done. 
 
2.1 Current business environment of Rosteto 
2.1.1 Czech Republic PEST Analysis 
Number of population: 10,18 million 
Area: 78,867 sq km 




Czech Income Tax Rate is a flat 15%. Corporate Tax Rate is levied at 19% (5% for 
investment funds, pension funds and share funds). Sales Tax/VAT Rate was levied  
at 20%. Reduced rate 10% applied for some basic goods, e.g. for food (Taxrates, 2010). 
Since 2013, the tax rate is 21% and reduced 15% (Hovorka and Pecák, 2013). 
 
Government 
President: Ing. Miloš Zeman (Prague Castle, 2013) 
Head of government: Prime Minister Petr NECAS (since 28 June 2010) 
 








More support for countryside.  
 
2.1.1.2 Economical 
The inflation, economic growth and interest rates are the most important factors  




Significant changes with the average of 2% were affected by increase to 6,3% in 2008 - 
connection with the global economic crisis which started at 2007 (Reinhart and Rogoff, 
2011). 
Inflation rate chart from 2001 to 2011 
 






















2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011





Steady fall from 2006 to 2010 was interrupted by 2008 crisis and big drop which  
has been eliminated in following year (ReportBuyer, 2011). 
 
Czech Republic GDP growth chart 
 
Chart 2 The GDP Growth (%) of Czech Republic from 2006 until 2010 (Source: Reportbuyer, 2011a) 
 
Threats  
Zero or minus inflation. 
 
Opportunities  
Increasing prices of agriculture products. 
 
2.1.1.3 Social 
The gardening has a great impact on Czech social life. It is seen as accessible way  
of relaxation and spending a leisure time. Moreover it is great opportunity to save costs 
for vegetables when growing on our own (RADA HL.M. PRAHY, 2009). 
Since the first half of 20’s century, people gathered in social groups  with the interest  
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31 
 
in 1957 (Lužice u Hodonína, n.d.) or Spolek pěstitelů kaktusů a sukulentů established  
in 1922 in Prague (Spolek pěstitelů kaktusů a sukulentů, n.d.). 
 
According to last census on 26
th
 of March 2011, there are 168,723 houses with only 
recreation purpose in Czech Republic (Sčítání lidu, domů a bytů, 2011). 
 
 
Unemployment rate  
The changes in unemployment rate in past 10 years recorded the minimum on 2008  
(4,4 %), falling down from 8,3% in 2004. In recent years, the unemployment rate started 
growing again – 6,7% in 2009 and 7,3% in 2010. 
 
The average unemployment rate from 2001 until 2010 is calculated to 7%. 
 
Unemployment rate development chart in CZE 
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Population by age groups 
A significant number of older people with available time can affect gardening sector  
as well as sales of Rosteto products. The study from Kansas State University (2009) 
proved that gardening helps older people on their mentality and physical condition.  
In addition, the exercise, enjoyment and fresh food is provided by gardening (Victorian 
Minister for Health, n.d.).  
 
Age groups chart in Czech Republic 
 
Chart 4 Population of Czech Republic devided by age in 2011 (Source: Český Statistický Úřad, 2013b). 
 
Threats  
Younger population. Decreasing price of vegetables.  
 
Opportunities  
Increase of prices of basic vegetables. Promote Rosteto as products mainly from Czech 
producers. Aim for the social responsibility. Promote the quality. Persuade people  
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Total research and development expenditures in the Czech Republic reached 59 million 
CZK (~about 2,4 billion EUR) in 2010. Totally from 2005 until 2010, the research  
and development investments reached almost 315 billion CZK (~ 13 million EUR) with 
average year increase of 5,3% (Český Statistický Úřad, n.d.). 
 
Most of the funds came from private enterprises (49% in 2010), secondly from public 
sources (40%) and 11% from foreign capital sources (Český Statistický Úřad, n.d.). 
 
Threats  
More other companies will find the advantage of using the modern technology. 
 
Opportunities  
Include new technology products into Rosteto assortment and keep using the high level 
of technology implementation in ZC s.r.o. for high customer service. 
 
PEST Threats Opportunities 
Political Political instability. More support for countryside. 
Economical Zero or minus inflation. 
Increasing prices of agriculture 
products. 
Social 
Younger population. Decreasing price 
of vegetables. 
Increase of prices of basic vegetables. 
Promote Rosteto as products mainly 
from Czech producers. Aim for the 
social responsibility. Promote the 
quality. Persuade people to dedicate 
more time to healthy gardening. 
Technological 
More other companies will find the 
advantage of using the modern 
technology. 
Include new technology products into 
Rosteto assortment and keep using 
the high level of technology 
implementation in ZC s.r.o. for high 
customer service. 
 





2.1.2 Industry analysis 
Gardening is a very significant leisure-time activity which is not limited by the age.  
It gives people the possibility of relaxation in the way of mind or/and body. It belongs 
to most accessible possibilities of spending a free time. In case of growing vegetables 
and fruit, an added value of healthy food is given. Many people are gathering in interest 




According to Láník (see RADA HL.M. PRAHY, 2009), the first European social 
integration was founded in 1926 - the European union of gardeners. During the World 
War I, II and other hard times, the garden was a tool how to yield a food for living.   
Lately, in 1960’s, the working hours were more stabilized to 5 days or 40 hours working 
week, which aimed people and governments of countries to think of issue of leisure 
time. The garden was considered as an ideal approach how to deal with it, as it can 
bring happiness, education, development of personality and physically help to mentally 
disabled people with slow recovery. 
 
2.1.2.2 Porter’s 5 forces 
Threat of new entrants 
The barriers of new entry are very low for company that already produces fertilizers, 
e.g. Czech companies Forestina, Agrobio Opava (Firmy Česko, 2013). Building a new 
production company would be very expensive.  
 
From legal point of view, fertilisers in Czech Republic must be approved before come 
to sale (Večeřová, n.d.): 
 Law number 156/1998 lc., about fertilisers 
 Regulation number 474/2000 lc., about setting requirements for fertilisers 
 Regulation number 274/1992 lc., about using of the fertilisers 
 Regulation of government number 103/2003 lc., about storing of fertilisers 
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 Regulation of EP and Counsel number 1774/2002, about hygienic regulations 
for other products of animal origin that are not specified for consumption 
 
Threats  
The regulations for producing and storing fertilisers will be more benevolent  
in the future. 
 
Opportunities  







Threat of substitutes 
As it is almost impossible to find similar trademark of the same size of assortment  
on Czech market (Rosteto, according to its website, has very heterogenous assortment 
from non-woven textiles to very few of fertilizers and substrates, the other companies 
offer complex production of single product range). In following paragraphs I will 
compare number of sales of similar products (Rosteto and competition) by the ZC  
in recent years. 
Substrates for orchids 
The table shows sales of different orchid substrates sold by wholesale company  
ZC s. r. o. in 2012: 
 
The “Množství Období” shows 2011 sales (number of products sold), the “Množství 
minulý rok” shows 2012 sales also in number of products sold. 
 








The table shows sales of different orchid fertilisers sold by the same company. 
The “Množství Období” shows 2011 sales (number of products sold), the “Množství 
minulý rok” shows 2012 sales also in number of products sold. 
 
Table 3 Orchid fertilisers stats (Source: ZC information system) 
 
 















The Rosteto products are not dependent on only one supplier. The non-woven textiles 
are produced by Czech company Pegas Nonwovens, s.r.o., Orchid spray and substrate 
by Forestina and orchid clips are made in China and distributed via company  
in the Netherlands (Masař, 2012). 
These are also suppliers of their own products to company ZC (owner  
of Rosteto), thus changing conditions to production of Rosteto products might result  
in decreasing sales of their own products and Rosteto products by company ZC.  
 
Threats  
Stop of production of Rosteto products. 
 
Opportunities  
Find more of reliable suppliers which are able to produce our own products. Build trust 
with current suppliers persuade them, that Rosteto is important product for them. 
 
Buyer power 
Economic and social dimensions of following PEST analysis show the potential  
of buyers according to GDP, population and social dimension. According to RADA 
HL.M. PRAHY (2009), gardening is being more popular for people in hard financial 
situations as it saves money by growing on our own. From this point of view we can 
assume that the Economic crisis helps to sales of gardening products – people will  
be spending more time on their gardens growing plants. This can also confirm  






Turnover and margin development of ZC s. r. o. in 2006, 2007, 2008 and 2009 in CZK.  
 
Table 4 Turnover and margin stats 2006/2007 (Source: ZC information system) 
 
 
Table 5 Turnover and margin stats 2008/2009 (Source: ZC information system) 
 
Threats  
Paradox – enriching the population, but on the other side the willingness to use products 
of high quality instead of low quality. 
 
Opportunities  
Aim marketing more for the favourableness of gardening instead of buying vegetables 
(going green). Explain clearly the idea and results of Rosteto to retailers. 
 
Intensity of rivalry 
Relatively low entering costs for high number of current producers of fertilisers make 
the assortment more dependent on the product marketing and easy style of use than  
on specific results of using one or other type of fertiliser. This assumption confirms also 
the test of publisher of gardening web pages Abeceda Zahrady, where a test of orchid 
fertilizers was made with no significant differences in results (Hradová, 2012). 
 






Similar products will be promoted as well as (or more than) Rosteto products. 
 
Opportunities  
Use marketing style of being close to the consumers. 
 
Summarisation 





Threat of new entrants 
The regulations for producing 
and storing fertilisers will be 
more benevolent in the future. 
Build trust with current suppliers 
that have all the permissions to 
produce chemic products. 
Threat of substitutes 
The competitor comes with his 
own highly promoting 
trademark only for retail market 
segment. 
Increasing number of products 
and increasing the power of the 
trademark. 
Supplier power 
Stop of production of Rosteto 
products. 
Find more of reliable suppliers 
which are able to produce our 
own products. Build trust with 
current suppliers persuade them, 
that Rosteto is important product 
for them. 
Buyer power 
Paradox – enriching the 
population, but on the other side 
the willingness to use products 
of high quality instead of low 
quality. 
Aim marketing more for the 
favourableness of gardening 
instead of buying vegetables 
(going green). Explain clearly 
the idea and results of Rosteto to 
retailers. 
Intensity of rivalry 
Similar products will be 
promoted as well as (or more 
than) Rosteto products. 
Use marketing style of being 
close to the consumers. 
 




2.2 Rosteto and its origin 
Rosteto (Rosteto is a conjuction of Czech 
words „roste“ and „to“. In translation it means 
„it grows“) is a Czech gardening trade mark 
made directly for specialized gardening shops, 
garden centres and flower shops all around  
the Czech Republic. As the main idea is 
bringing the consumers to specialized shops 
and not to the super and hypermarkets, those 
products are being distributed only to non-
market segment.  
 
This is also the idea of ZC s. r. o. – the establisher of the brand Rosteto.  It is one 
of the biggest Czech non-market distributor of garden products with turnover  
of 230 mil. CZK (Masař, 2012). The company established originally in 1994 has two 
warehouses, 44 employees, about 1,800 customers and offers almost 8,000 different 
products for gardening and DIY (ZC s. r. o., 2012).  
 
The company owner, Mr. Filip Klíma, also takes care of his own garden centre, 
which for its reasons of course the biggest customer for ZC and also the perfect 
opportunity for testing new products and promotion (Hembera, 2013). 
 
The idea of ZC stands for a conviction that building a long term relationship 
with high quality services provided bring overall more stable position on the market  
and better profit. The ZC is always searching for high quality products (for example 
plastic pots from Dutch company Elho, which have up to 10 year UV stability warranty) 
instead of cheap copies and low quality products that are cheap at the retail, but do not 
durable for such a period of time. 
 
The ZC is an exclusive distributor for a Czech non-market segment for various 
companies and brands – The Scotts Company LLC (owner of the brands Substral  
and Roundup), ELHO (plastic pots) or Di Martino (sprayers) (Masař, 2012). 
Picture 3: Logo Rosteto (Source: Rosteto, 2013) 
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2.2.1 The idea behind Rosteto 
The idea behind Rosteto is following: 
 Rosteto makes products that are original on the market. 
 Rosteto makes already existing products with added value to customer  
and consumer. 
 Rosteto is a complementary marketing tool for ZC s.r.o.  
 Thanks to marketing support and products of Rosteto (TV, magazines, web 
sites) the consumer demand for these products will rise. The consumers will 
know that those products can be found only in specialized shops and they will 
go there and buy more products from the same shop at the same time instead  
of going into supermarket. This will help to garden centres where Rosteto 
products can be found. List of those shops is available on the website of Rosteto 
(Masař, 2012). 
 
2.2.2 Key success factors 
According to following PEST Analysis, history, ZC and Rosteto turnover development 
(see chapter 2.1.2.2) and magazine review of orchid fertilisers (Hradová, 2012),  
the industry is more likely to be stable or growing even in hard economic times when 
people want to save costs by growing vegetables on their own and spending free time  





2.2.3 Connection between Rosteto and the mother company ZC s.r.o. 
The general idea for creating a trademark Rosteto is simple, as it is a single and very 
strong marketing tool for the mother company ZC s.r.o. in various ways: 
 
Communication to consumers 
The Rosteto used to have a predecessor named “ZC product”, the name was clearly 
connected with the mother company name and the logo was as well. Communicating 
with consumers through a distributor’s name is not required, as the consumers do look 
for understandable brand with good product range and its presentation. They do not 
search for the warehouse where thousands of various products are being sold and they 
can not to buy from them either (Masař, 2013) 
 
Building customer’s trust 
As already mentioned, the ZC is trading only with a non-market segment  
(no supermarkets or DIYs like Obi, Hornbach or others). Those big players are 
competitors for most of the ZC’s customers, fighting for every customer in their area. 
When the ZC and so the Rosteto have their own promoted products, the consumers need 
to go to advertised seller (which is not certainly the super market) to get the products. 
This is one of the mottos of Rosteto “We will bring consumer to your shop.” (Masař, 
2012). 
 
Enhancing the amount of customers 
Offering products, that are being sold well and also well promoted (mainly in TV 
shows), is a great motivation to start a cooperation with distributor owning the brand 
and this might be a perfect start for a long term cooperation not only for the Rosteto 
products, but for the whole wide range of garden products on our market. Who else can 
give so much effort to support the retailers, when the others sell to everyone? 
 
Creating more value 
Designing and “producing” own products come with higher margin than selling other 




2.2.4 Current Rosteto marketing activities analysis according to 4P 
2.2.4.1 Product 
Rosteto products are not only products that are completely new or produced  
by company ZC, as people might presume. The ZC is not a producing company with all  
the machines needed for packing, mixing and warehousing raw materials. The ZC 
cooperates with a combination of experienced producing companies and professionals 
in the product category (Masař, 2012). 
 
There are three kinds of product introduced with the logo Rosteto with one 
example for each category: 
 
Completely new products 
Listová výživa na orchideje a bromélie (= Orchid and bromelias leaves 
spray fertilizer) 
- There are many orchid fertilisers (see chapter 2.1.2.2 Porter's 5 
forces -  Threat of substitutes - Orchid fertilizers) that can  
be mixed with water and watered the orchid substrate, or mixed 
and sprayed with standard sprayer on the leaves as well  
as the Rosteto Listová výživa na orchideje a bromélie. 
Moreover, Rosteto comes with completely new style of ready  
to use packaging. It is a spray with a look of antiperspirant 
which is already mixed in proper proportion of ingredients with 
added value of saving a lot of time for mixing, having one nice 
bottle close to the orchid and using Glucopon – a chemical that 
avoids from floating the liquid into the hearth of orchid, 
preventing from rotting (Orchidweb, 2013). 
- The spray is produced exclusively for ZC by company 
Forestina a.s. on the behalf of ZC’s precise idea. 
 
  
Picture 4: Orchid and 
bromelias leaves spray 




Standard products with higher quality 
Neotex Rosteto - Heavy weight nonwoven fabric 
- The nonwoven fabric is used to cover and protect various plants from weed  
or cold (Rosteto, 2013a) In certain times, the nonwoven fabric used  
to be produced in weight of 50 g/m2, but the fight for 
lower price forced producers to go for the 40 g/m2 with 
these features – the fabric looks almost the same for lower 
price but it does not last for such a long time, as it mostly 
damages in one year at latest. Using a 50 g/m2 is a more 
expensive solution in retail stores, but overall with longer 
durability, the price for two years using is finally better 
(Hembera, 2013). 
- The story of this product goes hand by hand with  
the ZC way of thinking. See chapter (2.2 Rosteto and its origin) 
- The fabric is produced for ZC by company Pegas Nonwovens, s.r.o. 
 
Already known products with added value of new design and trademark 
Salad seeds Rosteto 
- Rosteto decided to make a range of seeds that will be very easily  
understandable for most of the beginners with an idea to bring planting  
in every family, even when living in a flat. 
- The range of seed varieties was selected in 
order to meet the basic salad and herbs needs 
of most of the Czech cuisines and households. 
- On the opposite, there are too many various 
varieties that you can choose, but this is just 
the basic and understandable selection with 
nice modern packaging. 
- The producer of the seeds is the SEMO a.s.,  
a huge Czech seeds producer that also sells its 
many kinds of seeds via ZC. They use their traditional quality for those selected 
products in new packaging (Masař, 2013). 
Picture 6: Rosteto Salátová mísa 
(Source: Rosteto, 2013) 




Rosteto offers a wooden stand full of orchid pots, fertilisers, substrates, and 
other products creating a single complete concept for orchids. Creating  
an advertisement for this concept supports all the Rosteto products inside, which cover 
the promotion costs more easily (Rosteto, 2013b). 
 
Strengths 
High quality and/or original products. 
 
Weaknesses 
Low number of original products.  
Low information about strengths on the packaging. 
 
2.2.4.2 Price 
Having exclusivity in product range brings great portion of price control. When two 
distributors sell the same product, there is a clear price battle for every cent of price,  
but selling similar (not the same) product, with added value that other products do not 
have, brings lower pressure for the price as there is no direct substitute. 
 
The margin for own products gets much higher than distributing other products, 
because of almost eliminating one element in the supply chain. As the ZC is not  
the producer itself, it lets the products to be produced by cooperating companies which 
also have their own profit on those products, but much lower than when they are selling 
their own product thanks to reducing a risk with no stock left. When the ZC orders 
given quantity, they need to pay for all the products and the risk for not selling  
to retailers and then to consumers is on the side of ZC, not the producer. When  
the producer sells his own products, he takes the risk that the production might be too 
high to sell out all the items with no stock left. 
 
Along with other products, the Rosteto is included in the ZC Benefit program –  






Following table shows rising total sales of Rosteto product family, mainly thanks  
to extending number of products during years. 
 
 




There is a clear difference in margin for Rosteto products and all the ZC products, 
described by the tables bellow showing the percentage margin comparison in 2012. 
 
 




The retail prices are not being set generally, only to meet the TV show regulations while 
promoting – when promoting at the Rady Ptáka Loskutáka show, the showed price must 
match the retail price at all retailers that are registered on the Rosteto websites  
for a period of one month (Hembera, 2013).  
 
Many of the customers have their own electronic shop, therefore the prices can 
be checked and controlled. In case of breaking the regulation, the customer is asked  
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to edit the prices. If not done, the supplies can be stopped as the ZC is the only possible 
way to buy Rosteto products from (Hembera, 2013). 
Strengths 
Products exclusivity – control of margin. 
 
Weaknesses 
The price control might not work in general.  
No price promotion used.  
 
2.2.4.3 Place  
As discussed in chapter 2.2.3 Connection between Rosteto and the mother company  
ZC s.r.o, the Rosteto is being sold only on retail market segment with no possibility to 
find the products in supermarkets or DIYs like OBI, Bauhaus and others. None of the 
item is being sold directly from the ZC. The sales via internet are also possible via e-
shops of the retailers (Masař, 2013). 
 
The sales of Rosteto products to retailers are made the same way as distributing 
all other products offered by ZC. The ZC has two warehouses, one situated  
in Jindřichův Hradec (for supplying most of the Republic) and second in Valašské 
Meziříčí (for the Moravia and small part of Slovakia close to borders). Each customer  
is set with particular delivery day(s) in a week. When the delivery day is set  
e.g. on Tuesday, the customer can send the order till noon on Monday to receive it next 
day.  The goods is being delivered by own transportation in weekly periods (twice  
a week during spring season). 
 
Altogether 7 sales representatives take care of ZC’s customers informing them 
about new products, dealing about conditions, inspiring about future development  
and helping with their needs during regular visits. 
 
The orders can be made via telephone, email, fax or offline ordering system 
called ZC Portál Plus. This system contains all the information about products (name, 
description, picture, packaging, price and minimal order amount), customer itself 
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(personal information, previous orders, invoices, reservations and retail prices),  
and general information like promotions, news and other important notifications. 
Customer can go with the tablet PC along to his garden centre making orders  
on the place and sending right when connected to the internet. 
This system saves a lot of time to staff working in the company as 65% of orders  
are made via the ZC Portál Plus.  
 
The sales and most of the internal processes are served via ERP i/2 from Swiss 
company Polynorm Software AG managing the sales, purchasing, CRM, stock, 
financial and other processes for serving the customers, helping sales representatives  
to make aimed offers, managing stock quantities with sales statistics to make precise 
orders and further processes (Masař, 2013). 
 
Strengths 
A lot of experience with distributing products for almost 20 years.  
High technological level of whole company. 
A 24 hours delivery. 
 
Weaknesses 




To sustain the idea of bringing consumers to our customers, the adequate promotion 
steps must be undertaken to let consumers know about Rosteto products and make them 
interested in a purchase. Only that time our customers can be ensured that the idea 
works and Rosteto brings customers to their shops. Since that, the Rosteto has a great 
added value for ZC’s customers and also the ZC has added value of Rosteto, gaining 
new customers wanting to be partners. 
 
Promotion to the customers 
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The promotion made from the side of ZC to its customers is based on the outcome  
of promotion to the consumers. Showing the customers the effort and specific steps, 
made on the Rosteto’s promotion by ZC, shall customers convince of favourable 
situation to buy Rosteto products as consumers will be searching for them. 
 
The sales representatives put customer addresses to the website of Rosteto  
as the nearest seller and then after special consumer promotions ask about the return,  
if there were consumers that found the retailer on the Rosteto website (Masař, 2013). 
 
Promotion to the consumers 
Most of the effort for promotion activities is dedicated to promotion to final customers – 
consumers to reach a long term profit. Aiming for customers might bring only a single 
time profit as the customers will buy the products from ZC, but low sales to consumers 




The sales representative named David Brom does have a wide experience with 
gardening. He also presents his ideas and recommendations in TV show Rady Ptáka 




 February 2012, David Brom did a 5 minute presentation clip for Rosteto 
Orchid concept which was broadcasted during the TV show for costs of 120.000 CZK. 
1394 visits were recorded for the same night, 543 next day and 693 after repeat  
on 26
th
 of February. The google analytics screenshot bellow shows two significant 




Picture 7: Google Analytics stats of Rosteto visitors on 19th February 2012 (Source: Google Analytics, 2013) 
 
Printed media 
The concentration is dedicated to only two printed media from the same issuer PRO 
VOBIS, s.r.o. – Zahradnický kalendář (~Gardening calendar) and Zahrada v obrazech 
(~Garden in pictures) magazine. 
 
The Zahradnický kalendář is a small book issued every year with approximately 
220 pages containing calendar standards and further growing tips and inspirations 
according to time in the year. Also the product placement is included in the tips.  
 
Number of issued pieces (Beneš, 2013): 10 000 pcs. 
 
The Zahrada v obrazech is a Czech modern gardening magazine issued once  
per two months full of nice pictures, tips and inspirations. There are also product tips  
and promotions for sure. 
  
Number of issued pieces monthly (Zahrada v obrazech, 2013):  
2012: 15 000 pcs 
2013: 20 000 pcs  
 
Rosteto is always having one ½ page advertisement and 4 small product tips (very short 
product information with picture) in every two-month issue for the price  




There are two product pages – www.rosteto.com as a general website for whole 
trademark and www.orchidweb.cz for specific orchid range. Both websites contain 
product presentations and interesting gardening tips as a tool how to bring people  
to the website. The Rosteto website presents promotions happenings at our partner’s 
garden centres and inspiring new tips about gardening and new products on Czech 
market. The Orchid Web website is having a monthly nicest orchid contest, presenting 
information about new products and also includes articles from orchid growers about 
planting orchids, about interesting varieties and others. 
 
A Facebook fanpage Orchid Web does have a number of 3.610 “Likes”  
at the date of 12
th
 of July 2013. At this page, 
the general discussion about orchids take place, 
new articles are shared and contest photos can 
be seen there. It is the quick way how to inform 
people about any news connected with Rosteto and other exclusive ZC products. 
 
Not a single advertisement is paid on the internet channel. 
 
Public 
All the cars of sales representatives and all the trucks are designed according  
to Rosteto’s design manual. In total 14 cars and trucks are cruising 5 days a week 
through the whole Czech Republic, being as a huge moving billboard.  
 
Since 2012, Rosteto is a general partner of cycle race Cyklocamp Landštejn 
MTB maraton. In the same year, the total number of racers was 259 (Cyklocamp pod 
Landštejnem, 2013).  
 
The Rosteto also supports the Czech triathlete Martin Novák. Martin ended  
on 7
th
 place in Kazakhstan during the Asian Cup in June 2013 (Česká triatlonová 
asociace, 2013). 
 
Picture 8: Facebook screenshot of number of Orchid Web 




Active promotion on the internet and via television. 
Support of public events. 
 
Weaknesses 
No promotional products.  
Low contribution on promotion by the customers. 
 
 
Following table shows summary of 4P Marketing mix elements and its strengths  






High quality and/or original 
products. 
Small number of original 
products. 
 
Low information about strengths 
on the packaging. 
Price 
Products exclusivity – control of 
margin. 
The price control might not work 
in general.  
 
No price promotion used. 
Place 
A lot of experience with 
distributing products for almost 
20 years.  
 
High technological level of 
whole company. 
 
A 24 hours delivery. 
Low special implementation into 
ZC Portál. 
Promotion 
Active promotion on the internet 
and via television. 
 
Support of public events. 
No promotional products. 
 
Low contribution on promotion 
by the customers. 
 
Table 9 4P Marketing mix strengths and weaknesses (Source: own)  
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2.2.5 SWOT Analysis 
 
The SWOT analysis was completed on the basis of previous analysis steps in the work, 








Strenghts   Weaknesses  
 
- Background of strong wholesale company 
- Original products and/or products with 
 added value 
- Promotion in all kind of media  
- Support of public events 
- Close cooperation with professionals     
  and growers 
- Own retail store for testing 
 
- Small number of original  
  Products 
- No price promotion used 
 
- No customers close attitude  
  to start own marketing 
 
- Low entry barriers for 
  already producing companies 
- Not a strong brand name yet 
  














- Extend number of products 
- Be more active in marketing 
- Make complete product range in   
  concepts 
- Using green friendly aimed marketing. 
- Create own electronic shop 
- Expand to foreign market 
 
- Entry of new competitors 
- Increasing technology level of  
  competititors 
 
- Improving other products    
  quality 
 
- Improving economic  
  situation (paradox) 
 
Table 10 SWOT Analysis (Source: own) 
Future market prediction 
Due to the fact, that company ZC s. r. o. kept sustained growth of turnover and margin 
during the years 2007 and 2008 while the world crisis took place (Appendix 4), and due 
to the fact, that home made products (e.g. vegetables) are cheaper than bought in shop,  
I presume that even with slowing economy, the demand for gardening products will 
grow or at least stay the same for the future.   
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3 Marketing planning for autumn 2013 / spring 2014 
In this part, I propose own ideas of marketing planning for the brand Rosteto  
and  mother company ZC s.r.o. on the basis of theoretical background in part  
1 and company and environmental analysis in part number 2. 
 
3.1 Main targets and visions of company 
The company ZC s.r.o. was established in order to the long-term maximization of profit.  
The Rosteto has been created as a supplementary marketing tool for company helping  
to reach this target with partial targets:  
 
 Targeting more competitor’s customers. 
 Creating an added value for ZC’s customers.  
 Continue in building closer relationship between company ZC s.r.o. and its 
customers. 
 Build Rosteto’s image as friendly and high quality products. 
 Stable and steady turnover and margin increase. 
 
3.2 Marketing strategy proposal 
Further proposed partial strategies create way to meet the main company target  
and its partial targets for building the Rosteto trademark. 
 
Rising consumer demand for Rosteto products aims not only to current 
customers, but also to competitor’s customers that are not in cooperation with ZC yet. 
Once the cooperation is started on the basis of Rosteto, it is much easier to bring other 
company’s products to them. The Rosteto makes a door opener. The sales 
representatives shall use the Rosteto and its added value in the first contact with new 





In 2014, the company ZC s.r.o. celebrates 20 years from establishing of the 
company. This anniversary brings a lot of opportunities (even when it’s very common 
to celebrate 20 years these days) of marketing promotion and benefits that can be also 
used with the brand Rosteto. The implementation plan proposals connected with  
the 20 years anniversary will be marked with orange colour in the further marketing 
mix specific proposals. This strategy targets the customers of ZC s.r.o. 
 
Segmentation 
For a promotional part of marketing mix, the sales representatives shall pick set  
of customers that will be willing for marketing testing of various promotions that can 
bring customers into their shop.  
 
As the sales representatives know their clients personally, they know who has 
potential in the shop for testing, who likes Rosteto and wants to contribute the growth  
of Rosteto.  
 
Very small customers or customers like electronic shops will not be included for 




3.3 Implementation plan proposal 
Further proposals for marketing plan implementation are based on the marketing mix 
4P, as well as theoretical background and analysis in this thesis. 
 
3.3.1 Product 
Finding new products 
Products of Rosteto are known for its added value, exclusivity and/or high quality. 
Current situation offers an interesting number of various products, but very specifically 
aimed. 
 
The high number of products will target more consumers with different needs. 
When the customers are satisfied with one product they bought, they will keep with the 
same brand for next purchase not only for the same need. 
 
The ZC shall continuously look for new opportunities in various Czech products 




Concept (e.g. the Orchid Program) creates a one nice place with all the needs for 
specific issue. There are many issues that can be covered by concepts offering various 
products for its planting.  
 
The picture 7 shows a proposal 
sketch of possible table concept 
presentation for planting herbs. A two 
level table contains the herbs, pots for 
herbs, fertilisers, substrates, scissors  
and other needs on the large surface, the 
upper level contains usage presentation of 
all the products in the concept. 
 




The QR codes can contain much more information than the current packaging can ever 
give. As the code can link to every web address, it can contain the video, user manual, 
related products and others. 
 
The Rosteto has a video manual of placing the 
grass mat (can be found of YouTube under “Travní 
rohož Rosteto” which is a great tool for those who want  
to apply the mat on their own. The Picture 8 shows 
generated QR code for this particular video. 
 
For better further use, I would suggest to link 
every code for a specific page, that is not particular yet 
–  e.g. linking the QR code of the Orchid fertiliser spray 
not to the exact page of current presentation, but for a common link with the product 
name or code www.rosteto.com/listova-vyziva-na-orchideje-a-bromelie that will  
be only a redirecting page. The advantage is clear – once the products are produced, 
they may last few years on the market and it is a very long term for having ensured, that 
the same link will work properly all the time. In case of redesigning the websites,  
the address can be changed and the connection between code and website will be lost. 
Also, in the future we might better change the site for a different site or a new video. 
Creating a new photo contest can also lead for having a different code. In case we link 
for a new page as suggested above, we can change the direction ever we want to. 
 
All new products shall count with a small place for a QR code, those who are 
already produced do not need to be relabelled. 
 
Promote the nationality 
I do personally buy the Czech product instead of foreign one in case I have  
the possibility to choose in between two very similar products. In case I need to buy 
something which I do not understand a lot what is better, I do look at the package  
and the producer to buy the one, which is produced in my home country.  




A rounded label with Czech flag and text “Vyrobeno  
v České republice” shall be contained on the packaging of those 
products that are produced in the Czech Republic. 
As well as with the QR codes, the request for further 
redesign shall contain this requirement with no extra need  
of relabeling current already produced products.  
 
Show the quality 
For those products we are sure of high quality, the label of various types of guarantees 
shall be attached. The people will then be sure, that they are buying something that will 
last a long time and if not, they can replace that. For example the seeds from company 
Semo have a warranty of germination. Why not to include it for the Rosteto seeds, when 
they are supplied by the same company with the same quality? 
 
3.3.2 Price 
Monthly discount cards 
Offer the customers the monthly 
discount cards, so that they can with 
our help do their own promotion  
of their shop, which will bring them 
customers. It is easily measurable 
with very low entering costs for  
a short period of time, when they 
can decide, whether to continue next month, or not.  
 
To support the Rosteto sales, the ZC will make a monthly discount cards with 
four attached products that can be purchased with a 25% discount at once. These cards 
will be given to customers in the garden centre so that they can use the card with their 
next visit. 
The 25% less margin will be covered by a special promotion price of those four 
products only for selected month and selected customers. This price will cover a 15% 
Picture 11a Czech label proposal 
(Source: own) 
Picture 12 Monthly discount card proposal (Source: own) 
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out of the full amount of discount, as there will still be in average 20% margin, the rest 
will cover the customer on his margin, contribution as a promotion of his own shop.  
 
The monthly cards will be produced by ZC and delivered each customer before  
the beginning of the month free of charge. 
 
Start with 10 customers, each given 200 cards per month. 2000 cards in total. 
Estimated costs: 2000 – 3000 CZK/month  
 
Doubled Benefit points 
The ZC Benefit rewarding program is a way how to add a value to be in a long-term 
partnership with ZC, providing a back bonus for orders in way of vouchers, clothing 
and holidays.  
 
Buying Rosteto, the customer might receive twice as much benefit points for that 
purchase, making a 1% difference in margin. This step will add another value  
for Rosteto products and gives another reason to buy Rosteto instead of competitive 
products. 
 
Estimated costs: 40 000 – 60 000 CZK  
 
Standardized internet prices 
In order to protect the retail prices of most of the products, and as well the idea to bring 
consumers to the professionals where they might also buy another products, the price  
on the internet shall be controlled.  
 
The retail recommended price shall be set, to help customers with pricing  
on their own shops, the internet price will must keep the price with maximum difference 
of 5-10 %, as we know that the electronic shops do not work with high margin, but  




This is a very tough issue as there is no perfect solution to control the prices. We might 
stop deliveries for our customers, but what if our customer sells it to another seller? We 
will probably not be able to trace the original source of purchase. 
 
A 20 years discount rate 
As well as other products during the 20 years of ZC promotion, there will be only one 
week, when all the customers receive a 20% discount for every single product they 
order. This is a big step for most of the customers not having huge turnover  
and discounts, but also a 2% difference from the biggest given discount to huge 
customers in promotions. The date perfectly suits the beginning of the season and also, 
it is (and probably will be published) after the pre seasonal orders that are made by most 
of big customers. 
 
This promotion will have several conditions that will also help the ZC to gather 
more benefit from it and not only give the discount – all liabilities must be paid in the 
due date and all the orders must be undertaken via the ZC Portál ordering system. These 
two conditions will lower the level of liabilities and make people using the great 
benefits  
of ZC Portál, which also saves a lot of time to workers of ZC when the order is made 
via the system. 
 
3.3.3 Place 
Pushing for promoting self-motivation 
The sales representatives shall tip and choose few perspective customers and motivate 
them to actively continue with the Rosteto promotion. ZC will give them tools (see next 
chapter 3.3.4 Promotion) that they can use and attract people to their own shop with  





Implementations into ZC Portál 
A single category for Rosteto products could be implemented into ZC Portál for easier 
searching for the products. Also a news feed category will inform people about new 
products and changes in the product range. 
 
Estimated costs: 8 000 – 15 000 CZK 
 
 
Discussion with suppliers 
The managers of ZC shall more discuss with suppliers and producers of various Rosteto 
products the possibilities of purchase price decrease as the producers of Rosteto are 
mostly producers other products that ZC sells and the companies have a strong partner 
in ZC.  
 
Thinking of own electronic shop 
According to my opinion, there can be a nice possibility to start own electronic shop 
with following advantages:  
 Already functional stock with no need of increase. 
 Huge amount of stock quantities. 
 Shortest delivery terms. 
 A double margin. 
 Chance to do more interesting promotions. 
On the other way, there might be negative responses from current customers regarding 
pricing. 
This is on next discussion for long-term company strategy. 
 
Rosteto expansion to foreign market 
With only small costs of relabeling with German text manual, I would suggest to try  
to contact similar companies like ZC to offer them mutual cooperation with the take 
back guarantee. All labels will be prepared and the items relabelled only that time, when 
sent to the foreign country.  
 





From the customer point of view, the Rosteto shall be visible on shops. There are many 
promotional items and solution how to bring the Rosteto closer to consumers, mostly 
letting them known that Rosteto is being sold in the shop they are recently in. 
 
Rosteto window label 
An eye catching information (just a logo) about Rosteto being sold in the shop shall  
be included on the window or doors of the selling place. People will then easily  
and quickly know that Rosteto products can be bought inside. Size of the label will 
differ in two sizes according to shop willingness and abilities to use a smaller or bigger 
size of label. The usage is mostly for shops in city centres close to the pavement where 
people can recognize the labels by walking nearby.  
 
Estimated costs: 50 – 100 CZK/label, 5 000 – 10 000 CZK in total for 100 customers  
 
Banners 
Most of the customers have the outside area covered with 
fence. The promotional banners in size 1 × 1 m will be given  
to customers that are willing to do a little bit of promotion  
of Rosteto and bring customers to their shops. Usage mostly 
for garden centres with their outside area bordered with fence. 
 
Estimated costs: 100 – 150 CZK/1 banner, 5 000 – 7 500 in 
total for 50 customers. 
 
Coin desk 
Also a free giving promotional material is a coin desk 
which is situated at all cash desks where people give 
the coins where paying for their shopping. It will  
be given to customers on the sales representative’s 
decision for free as a good will. 
Table 11 Rosteto banner 
proposal (Source: own) 








Display window decorations 
Display windows are eye catching places for most of the shops in city centre and close 
to the paths. A great presentation can attract people walking by to stop in the shop.  
I do propose to make a set of display window decorations that can be bought from ZC 
as a part of shop’s own promotion, exchanged for ZC Benefit points or dealt with sales 
representative for specified amount of goods ordered. To attract people, the product 
models in big size can be used – e.g. the orchid spray as a model in size of 100 cm. 
 
Give away products 
Products for everyday use by the shop staff (T-shirt, sweatshirt, pen) or sales 
supplementary products as plastic bags with Rosteto logo will improve the brand 
awareness.  
 
The products will be available as gifts in the ZC Benefit program, 
so the customers will receive it for “free” with no need of buying 
those products everywhere else. The shop assistants can have  
the nice quality Rosteto sweatshirt and the plastic bags can be at 
the cash point. Also, there are almost no extra costs (except 




Get Rosteto banners on customer’s websites 
Rosteto website targets for more than 350 customers with their contact details where  
the products can be bought. Most of them have their own website. I will suggest 
pushing more for the customers to provide a back link for Rosteto website which will 
help a lot the Rosteto website and will also improve searching results for their own sites 




while looking for Rosteto products. They will also, the same as on their shop, promote 
that they sell the brand Rosteto. 
 
Promote the Orchid Web photo contest on customer’s websites 
Also the websites Orchid Web where a monthly photo contest takes place shall be more 
familiarized with customers itself, as a tool how to increase visits not only the page 
itself, but also the map of selling points all over the Czech Republic. 
 
Provide gardening tips or product tips on Rosteto website 
To enlarge the number of visitors the Rosteto website, I do recommend to include other 
gardening tips or product information from the gardening. More information on the 
website will aim for more people, even those who are not primarily interested  
in Rosteto products. But they might be interested by them once they enter the website. 
 
Advertisement in magazines 
Thanks to great working cooperation with magazine Zahrada v obrazech and not very 
good experiences with other types of magazines,  I would suggest staying with the same 
publishers as last year, but in different amount of promotion. Starting with 2013 
Autumn. 
 
Costs (6 issues per year), promotion 20 000 CZK per issue. 
 
Issue 9-10 : 2013: End of September is also second time for orchids and second part  
of gardening season (e.g. the garlic planting). For the orchid concept, I would suggest  
to repeat the promotion from February 
Decision: YES 
 
Issue 11-12 : 2013: The end of year with Christmas is a great change for garden tools  
as gifts for gardening, but Rosteto does not have any tools in their offer. Anyway, some 
orchid sets can be made as gifts, as the orchids are in bloom most of the year. I will 
suggest making a promotion for a gift package with orchid, fertiliser, substrate, pot  
and nice decorations. 
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Decision: YES, but only a half of the promotion. 
 
Issue 1-2 : 2014: Except the January is a cold winter month, the end of February is the 
main season of orchids. Orchid Program concept is a strong tool, that should  
be supported.  
Decision: YES 
 
Issue 3-4 : 2014: The high season, March starts with herbs planting and also Rosteto 
herbs concept shall be promoted. 
Decision: YES 
 
Issue 5-6 : 2014: Summer is very late for planting, but in May the grass is being planted 
by most of the people. This is a great time for the gras mat promotion. 
Decision: YES 
 
Issue 7-8 : 2014: Mid of the summer, mostly very hot. There is a need of plant 
protection and weed killing, but Rosteto does not have any of those articles  
in assortment, thus there is no need for promotion. 
Decision: NO 
 
Costs: 20 000 per issue, 10 000 for last issue. 90 000 CZK in total, saving 30 000 CZK 
from last year with different targeting. Even when 5 000 issues are printed than last 
year. 
 
Advertisement in television 
To gain new customers who do not buy magazines, the TV show reportage with Rosteto 
orchid promotion shall be repeated in 2014. The 2012 reportage was successful  
in numbers and also in the eyes of ZC’s customers.  The TV show attracted more than 
3000 new customers viewing the website. 
 






The Rosteto turnover was changing significantly in last three years thanks to gaining 
new customers, promotion in TV and magazines and developing new products.  
The turnover was almost doubled from 8 million CZK in 2012 to 15 million CZK in 
2012 with 2012 martin 34,08 %, which is a half higher margin than all the offered 
products do have in average. 
 
The following budget will show calculated costs of promotion proposals written in this 
thesis in optimistic, realistic and pessimistic version. Also, the expected sales will  
be available with percentage of marketing costs in comparison to total sales. 
 
 
Marketing costs element Optimistic Realistic Pessimistic 
Monthly discount cards 24 000 30 000 36 000 
Doubled Benefit Points 40 000 50 000 60 000 
ZC Portál implementations 8 000 11 500 15 000 
Rosteto window label 5 000 7 500 10 000 
Banners 5 000 6 750 7 500 
Coin desk 16 000 20 000 24 000 
Ad: Magazines 90 000 90 000 90 000 
Ad: TV show reportage 120 000 120 000 120 000 
TOTAL MARKETING 
COSTS 
308 000 335 750 362 500 
 
Table 12 Marketing Costs element for Autumn 2013 and Spring 2014 in CZK 
68 
 
The total marketing costs of 335 750 CZK in realistic version form only a 2,3 % of total 
sales in 2012. Calculating even with very pessimistic version of stopped growth, the ZC 
will still keep with 30% margin, creating a profit 5 million CZK  
 
Expecting a steady growth 10-15 % with new marketing tools, the sales will vary from 





The control will be realised by sales representatives via their visits at their customer’s 
shops discussing about current situation and changes from last periods, giving regular 
seasonal reports how each customer reacts on promotion. All sales representatives shall 
mark each customer group with marketing support provided according which  
the turnover growth in Rosteto products can be measured by employees of financial 
department. 
 
The changes from last year will be monitored and analysed for further marketing 
planning of next seasons. 
 
The general manager will be informed at least once a month about current sales 




The goal of this master’s thesis was to analyse current market situation of Rosteto 
trademark and on the basis of this analysis and theoretical background propose further 
marketing steps in order to achieve selected targets. 
 Although the company already performs marketing activities, those were only 
aimed for advertisement in various kinds of media. Unfortunately, no other 
complementary tools were used to support the advertisement and build a long-term 
relationship with customers and consumers. The proposed marketing activities aim for 
further stable turnover growth and Rosteto trademark awareness by consumers  
and so customers, as Rosteto is understood as a single marketing tool for mother 
company ZC s.r.o. According to the budget, the marketing costs proposals constitute 
only 1,9 – 2,0 % of total expected turnover, as not only additional marketing activities 
were added, but also optimised the current ones.   
Furthermore, two proposals were stated for further possible growth, one for the 
Rosteto itself (expansion to the foreign market) and the second one for the mother 
company (possibility of creating of own electronic shop) that can be discussed, analysed 
and possibly integrated in company’s next year’s strategy. 
This master’s thesis is just a one piece of tens or hundreds to achieve a Rosteto‘s 
vision to become well known Czech gardening trademark offering high quality products 
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